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— Results you expect.

3. Brands influence customer choices at each
Touch Point

: ?6.7 Brands create Emotional Connections




8 Brand is a language that simplifies the
exchange between you, the customer and
the business.

= Acce55|b|I|ty
= Responsiveness
= Commitment
- Affinity




— marketer. A name becomes a brand when
consumers associate it with a set of
tangible and intangible benefits that they
obtain from the product or service.




i

BNrade leverage
“(€an easily launch Brand Extensions
~ = Can take some price competition

* Patents and Trademark
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- Grades

- ® Eeatures
® Benefits
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igiblesrefibrand equity

IPEny Name ® Customer base
2 d name ® Trademarks and
SIbgan and its patents
Inderlying ® Channel relationships
~associations e Customer loyalty

~ ® Perceived quality  Customer confidence
® Brand awareness e Competitive

advantage
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“Brands

.

IMENOWEr brands not only stand for
axcellence in product or functional

2

glivery, they are also supported by

stong brand values

- These brands move beyond the product
they carry to develop customer value




€M1 101 DE present everywhere, enforcing
GISHACHYVeness
, ,tional/international scale
= SiSliccessful brand extensions
’ J Multiple concept and channels
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Cr' g the brand

i?eloping rich associations and promises
BNYanage customer brand contacts to meet
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ghndnames,should denete

= Bronounce/remember/recognise

5 Be distinctive
® Not have poor meanings in other countries
or languages
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i“ébherent and consistent signals flow to the
outside world and finally , the brand
remains realistic
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- Brand Recognition
- Brand recall

o the brand name.

— Image forms a brand’s reality from a
customer’s point of view.
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= = Should not promise irrelevant benefits
-~ ® Promise should be credible
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: - Feedback Effects
- Returns
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Her-Based Brand Equitys™

allenge is to ensure customers have the right

LYPES Of experiences with products & services

nditheir marketing programs to create the right

= Dbrand knowledge structures:

~— Thoughts

— Feelings

— Images

— Perceptions

— Attitudes

3. RESPONSE =

What about you?

2. MEANING =

What are you?

1. IDENTITY =
SALIENCE
Who are you?




= — Identifies areas of strength and weakness
— Provides guidance to marketing activities

~ — Other associations indirectly transferred to the
brand by linking it to some other entities




MS certified plant
E by
TUV -SUD

SBU - Leather Chemicals

SULPHOCHLORINATION
TECHNOLOGY WAS TAKEN FROM
CLRI

PILOT PLANT SET UP FOR SCALE
UP - 1983

COMERCIAL PLANT FOR
FATLIQUOR COMMISSIONED -1987

COMMERCIAL PLANT FOR SYNTAN
- 1994




CONTINUOUS EXPANSIONS &
ADD ONS TO DEVELOP RANGES
(0]

-- Fat Liquors
-- Syntans

-- Beam House Chemicals

.. -- Finishing Chemical
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Akata == Kanpur — Chennai — Ranipet - Ambur -
yambadi
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PRODUCT MIX SUPPLIER OF
AIEATHER CHEMICALS IN INDIA

= FEQUITY FOR OUR RANGE OF
PRODUCTS.




